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Unilever is a large global firm renowned for its sustainability and innovation. It serves more than 190 countries and possesses numerous successful global brands, including Dove, Lifebuoy, Vaseline and Ponds. The vision of the company is to make sustainable living a norm, which underscores the desire to produce value to consumers and the environment.
In an effort to reinforce this commitment, Unilever will introduce a new brand, PureGlow. The brand also has a new idea called “Plant and Glow” which shows skincare as well as environmental action. Every skincare product is packaged in biodegradable containers with plant seeds (Unilever, 2025). Once used, the packaging can be buried by the customers and it breaks down by itself, then the seeds sprout into plants such as mint, tulsi and wildflowers. The package also has a QR code that gives the digital planting directions, tips on care and sustainability facts. This is a technology that links technology and sustainability, bringing both the customer a sense of contribution and personal care towards the planet.
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Figure 1: Brand Development Strategy
PureGlow by Unilever is classified as a New Brand, as it is a new product (packaging infused with seeds) and a new brand, PureGlow. It is in the skincare category but its distinctive packaging and interactive eco-education system set it apart compared to current Unilever skincare brands such as Dove and Pond's skincare. This classification prompts the development of PureGlow as a new product in the Unilever book and not a copy of the previous product.
[bookmark: _Toc214021882]Segmentation Analysis
The market is segregated into small consumer groups with similar traits. PureGlow uses demographics, psychographics, behavioural and geographic segmentation.
· The demographic segmentation targets consumers aged 18 to 40 years of any gender and the middle and upper-middle-income brackets (Fripp, 2025). They are well-educated, urban professionals concerned with ethical and sustainable consumption.
· Psychographic segmentation applies to eco-friendly and tech-enthusiastic people who appreciate innovation and social accountability (Webster, 2025). These customers are influenced by combining beauty, wellness and sustainability.
· Behavioural segmentation focuses on consumers who often purchase skincare products but are willing to explore eco-friendly ones (Qualtrics, 2025). They are on social media and like a brand that shows transparency and genuineness.
· The geographic segmentation targets the urban, semi-urban areas, including the United Kingdom, India and other parts of Europe, where people are aware of sustainability and are digitally literate (Qualtrics, 2025).
This segmentation strategy assists Unilever in coming up with a consumer group that will appreciate both green activities and digital interactivity, which is also the key philosophy of PureGlow.
Targeting Strategy
The brand will use a differentiated targeting policy by targeting millennials and Gen Z consumers (Let’s B Media, 2025). The group is social and digitally engaged and wants meaningful brands. Gen Z consumers are more attracted to sustainable packaging and will interact with those brands that utilise technology to promote environmentally friendly principles (Halibas, et al., 2025).
The barcode-based engagement offered by PureGlow is an ideal fit for this target audience. It offers informative and participatory information that enhances brand loyalty and enables customers to post their eco-actions online using hashtags such as #GlowAndGrow and #PlantYourBeauty. The brand will be promoted to its audience through social media campaigns, influencer partnerships and environmental awareness activations, forming a group of consumers who are emotionally engaged with the sustainability mission of the brand (Isac, 2025).
Differentiation Strategy
PureGlow stands out as a unique product with a twofold innovation which is seed-infused biodegradable packaging and digital planting instructions. Most of the skincare companies rely on natural ingredients, but PureGlow goes an extra mile to make the packaging an instrument in restoring the environment. Customers can plant the packaging after product use, watch it grow into a plant and scan the barcode to obtain personal instructions. This produces a distinctive post-purchase experience and attachment.
The cruelty-free ingredients, ethical sourcing and zero-waste logistics are also other distinctive features of the brand (Goyal and Jerold, 2023). By introducing functionality and emotional worth, PureGlow will not just be a skincare product but a sustainability movement that ties the responsibility to the beauty.
Positioning Strategy
Positioning determines the position of a brand to the consumer (Qualtrics, 2025). PureGlow will position itself as an interactive, sustainable skincare brand that will turn beauty care into the process of environmental restoration.
To the environmentally conscious and tech-sensitive customers who want to find an effective skincare which does not harm the environment, PureGlow by Unilever can be recommended to them as the product with plant-based ingredients, which is packaged in seed-infused biodegradable packages. With the help of barcode-based instructions users can learn, plant and cultivate their own packaging which sets an agenda of “turning beauty to sustainability”.
The new approach involves emotional appeal, online innovation and environmental response, which makes a distinct boundary between PureGlow and the other competitors in the skincare industry.
[bookmark: _Toc214021883]Appeal to Market Trends
PureGlow is in line with the emerging trends in the world of eco-innovation, digital interaction and ethical consumption. Contemporary consumers want brands to be responsible in their use of technology and generate quantifiable environmental value (Odeyemi, et al., 2024). PureGlow transforms the skincare experience by integrating a digital education with sustainable packaging. It enables Unilever to grow in a new category that captures future consumer values where beauty, technology and sustainability align with one another.


[bookmark: _Toc214021884]Element 2: Unilever Marketing Mix (7Ps) of PureGlow.
PureGlow is a new skincare brand created by Unilever that links personal beauty with the environment. The idea behind the brand “Plant and Glow” is the use of seed-infused biodegradable packaging so that the customer can plant the seed after using the product. A QR code is also included in each package of the product with digital planting directions and care instructions (Fernandez, et al., 2023).
The concept merges skincare, sustainability and technology, which fits perfectly into the mission of Unilever to make sustainable living a standard (Unilever, 2025). The 7Ps model of marketing mix includes Product, Price, Place, Promotion, People, Process and Physical evidence which can be used to understand how PureGlow will enter and survive in the competitive skincare market (Išoraitė, 2021).
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Figure 2: 7Ps model
(Source: Sharma, 2024)
1. Product
PureGlow has a core product, sustainable skincare based on plant-based, cruelty-free and ethically sourced ingredients. It has a variety of face creams, moisturisers and body lotions that suit every kind of skin.
The most unique aspect of PureGlow products is the biodegradable packaging with plant seeds. Once the skincare product is used, the packaging can be planted and it will naturally break down and grow into a plant such as mint or basil.
Moreover, each package has a barcode or QR code with digital information about the type of seeds, the process of planting and eco-tips. It interacts and educates users, which contributes to self-care and environmental care (Bashir, 2022). The packaging design has employed a natural and earthy pastel colour scheme, minimal graphics and recyclable material, which gives it a high-end but natural look that resonates with purity and sustainability (Jabeen, et al., 2024).
2. Price
PureGlow will focus on value-based pricing. The products will be priced slightly above regular skincare products but will be more valuable with quality ingredients, innovative packaging, and a contribution to the environment (Dube and Dube, 2023).
This strategy focuses on middle- and upper-income buyers who are prepared to spend more on environmentally and technologically interesting products. Unilever can offer smaller packaging options and promotion of combo packages to first-time consumers to enhance accessibility (Huang, et al., 2022). In the long term, pricing of the brand will represent a balance between affordability and sustainability which can ensure profitability and green innovation of Unilever.
3. Place
PureGlow products can be sold online and offline to reach more people. Online platforms such as the official site of Unilever, e-commerce platforms such as Amazon, Nykaa and the digital store of PureGlow will be important sales channels (Gelder, 2025). Moreover, the brand can be sold in high-end beauty stores, supermarkets and sustainable lifestyle shops in cities and semi-urban regions.
Moreover, eco-experience booths might be introduced in malls and events, where customers can touch the packaging, scan the QR codes and get to know more about the planting process. A combination of environmentally friendly logistics and a low-carbon method of transportation will further make Unilever sustainable (Singh, et al., 2024).
4. Promotion
The promotion strategy of PureGlow will involve digital marketing, collaboration with influencers, and cause-based marketing. Social media will be the key to creating awareness (Dwivedi, et al., 2023). The brand will introduce campaigns with hashtags such as #GlowAndGrow and #PlantYourBeauty where customers share images of their grown plants in PureGlow packaging.
The product will be promoted by influencers who promote sustainable living and green beauty (Limbu and Ahamed, 2023). The brand will also host environmental workshops, planting drives, and collaborations with the eco-NGOs to reiterate its message of responsible beauty. Advertisements will be entirely online to reduce wastage. Any campaigns will emphasise that the product is interactive and positively impacts the environment, which will make it more relatable to Gen Z and millennials (Kumar and Patil, 2025).
5. People
The people element is concerned with employees and customers (Sharma, 2024). Unilever will educate its employees on the eco-mission of PureGlow to enable them to share the brand values with the consumers. The staff will be motivated to adopt profitable methods in production, packing and services.
To the customers, PureGlow will create a community of green users. The interactive barcode will enable the company to receive feedback, send out planting reminders and reward regular attendance. This two-way communication makes customers feel that they are participating as contributors to sustainability, not only as buyers.
6. Process
PureGlow has processes that are meant to be efficient, transparent and environmentally responsible. The production can involve renewable sources of energy, low water wastage and zero-plastic production (Pandey, et al., 2023). Biodegradable packaging will be produced that contains natural seeds.
The barcode system also improves the customer process with the digital step-by-step directions on how to plant and nurture the seeds. The code helps the customers to have an interactive and educational experience as they can scan the code and receive personalised instructions (Bashir, 2022). Unilever's sustainable supply chain standards will be applied in all its steps such as product design and product delivery.
7. Physical Evidence
Physical evidence is the visible and tangible aspects that define the brand (Queensland Government, 2025). The physical representation of the promise of being green is the packaging of PureGlow products. The palette of pastel colours, graphics of leaves and labels of eco-certification speak of natural beauty and responsibility.
Retail displays will consist of recyclable materials, small plant pots and screens of how the packaging of customers grows into plants. The online presence of the brand, such as its webpage, barcode interface and social media profiles, will be very simple with green and beige colours to keep the look natural and authentic.
PureGlow by Unilever provides a new benchmark of sustainable skincare through a well-considered 7Ps strategy. Every aspect of the marketing mix displays the vision of the brand to change everyday beauty into a significant environmental action. PureGlow aims to become not only a skincare brand but also a movement, with the combination of innovation, technology and sustainability to make the world a better place to live in.


[bookmark: _Toc214021885]Element 4: Reflection on My Learning and Experience
The creation of my marketing portfolio and the new brand, PureGlow, by Unilever has been a rather significant learning process for me. The project has enabled me to use the marketing theories that I have learned during lectures in a real business context and enhanced my creativity and critical thinking. My initial knowledge of marketing concepts such as segmentation, targeting and positioning was basic at the start of the module. I was not sure of how these apply to the real world. This project also allowed me to see how a new brand is created stepwise, beginning with determining the needs of the consumers, up to the creation of an innovative product concept. 
The selection of Unilever as a company helped me to learn more about corporate sustainability and the way large organisations balance profitability and environmental responsibility. When conducting research, I observed that as Unilever brands in the skincare range market natural beauty, few emphasise using biodegradable packaging. This is the gap that made me come up with PureGlow, a sustainable skincare brand whose packaging contains seed and is biodegradable with a planting guide in a barcode format. This concept prompted me to understand the practical use of marketing models such as the STDP model (Segmentation, Targeting, Differentiation, and Positioning) and the 7Ps Marketing Mix. These tools have assisted me in rationalising my brand choices. I also realised that marketing does not just succeed with a good product but with good positioning and delivery to the target market. The 7Ps analysis enables understanding the interaction of all factors such as product design, price, promotion and customer experience in creating an image of a brand (Sharma, 2024).
My research, writing, and analytical skills were also developed under the project. I also learned how to make decisions using consumer trends, sustainability data and market gaps. The reflection in an academic style allowed me to enhance my communication and presentation skills. Another important lesson that I have gained throughout this module is the relevance of sustainability and ethics in contemporary marketing. I also realised that today successful brands do not just sell goods but also encourage responsible consumption. The idea of PureGlow to use packaging waste as plant life has made me value how the little things can result in a great social and environmental impact. Personally, I have become more assured in connecting theory to practice. I liked integrating creative thinking and scholarly study to create a realistic and effective marketing plan. It also enhanced my time management, research organisation and presentation skills. I also plan to advance my digital marketing and sustainable brand management in the future. Such spheres are critical in a world where technology and environmental responsibility are synonymous. On the whole, this project has enabled me to view marketing as a constructive power capable of bringing change, and I am proud to have created a brand that supports a green future.
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PureGlow by Unilever -Where Beauty Grows Back

Brand Overview

PureGlow is a new skincare line created
by Unilever that links beauty care to
action on the environment. “Plant and
Glow” is a new sustainable packaging
concept introduced by the brand, where
the packaging can be planted after
usage. Every skincare item is packaged
in biodegradable packaging with real
plant seeds, which grow into herbs and
flowers when planted. Every product has
a QR code that provides customers with
instructions (Wan and Jiang, 2025).

Sustainability Focus
The programme aids Unilever's massive
objective of eliminating plastic waste and

circular packaging systems (Unilever,
2025). PureGlow promotes conscious
consumption through biodegradable

materials and renewable ingredients as well
as cruelty-free formulations and ensures
high-quality products.

|

Marketing Tagline: “Plant Your
Beauty - Let It Grow!”

Campaign Hashtags:
#GlowAndGrow #PlantYourBeauty

Target Market

PureGlow focuses on tech enthusiasts
and eco-conscious people, particularly
Millennials and Gen Z, who are both
innovative and sustainable.

Brand Promise

The vision of PureGlow is to transform
skincare by being an eco-innovative and
socially responsible company. Consumers
can become even healthier and improve
the safety of the environment by buying
PureGlow products. The brand

o demonstrates that contemporary beauty

can be sustainable, intelligent and soulful.
The brand transforms waste into life
through its vision, one plant at a time.
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